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EDITOR'S LETTER 

For the Win 


I t’s late in the third quarter, and your 
team is fighting for a lead. What to do? 

If you’re a marketer and that quar- 
ter is a fiscal one, and by “lead” you 
mean an inroad to a prospective cus- 
tomer, the plan is obvious. You pull together your 
best performers, you go back out on the field and 
you execute. Of course, in order to get the most 
out of those players, you’ve got to know how they 
work best together, how each one’s strength can 
be used to complement the others. 

For CMOs, marketing channels are no differ- 
ent. They’re the tools you’re going to need to take 
that lead — as well as increase revenue, boost 
loyalty and gather data — so you’ll need to know 
how to use them together to maximum effect. 

As always, Deliver® is here to help. In this issue, 
we’ve put together our own guide to multichannel 
integration (“Winning Combinations,” p. 13), an 
in-depth look at how blending direct mail with 
other powerful media can elevate your marketing 
game. As the guide shows, whether you mix mail 
with new channels such as social media or more 
traditional channels such as radio, you improve 
your chances of reaching more customers and 
having more influence over their buying decisions. 

Of course, it never hurts to know those cus- 
tomers better, which is why we turned to market- 
ing guru Ola Mobolade (“Minority Rules,” p. 26) 
to give us the latest on the changing American 
marketplace. With the nation rapidly diversify- 
ing, marketers are being forced to re-think percep- 
tions and attitudes about how to best influence 
customers. Mobolade offers some of her thoughts 
on how to tap into this “new majority.” 

Whatever your audience, though, creative 
direct mail is always a great way to engage 


customers and prospects — and win notice 
among peers. Czech fashion house HEEX learned 
this recently after it snagged a Gold Mailbox 
Award for an amazing campaign designed to 
increase its profile (“A Bolt of Inspiration,” p. 30). 
HEEX, working alongside Proximity Prague, sent 
out miniature articles of clothing that served as 
both a showcase for its work and branded mail. 
Talk about a fashion statement. 

Along with these great features, this issue is 
also packed with our typically robust array of tips 
and tidbits, updates and insights, all designed to 
better help you reach your customers. 

So dive in and study up, Deliver readers. Then 
go out and put up your best shot. 



Thomas J. Foti, Editor 
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USE THIS KEY 


Our handy little guide to help 
you quickly find the stories in 
this issue that are relevant to 
your business. 


O SMALL BUSINESS 

Less than 1 00 employ- 
ees. Your second floor office 
overlooks a strip mall. 


© MEDIUM BUSINESS 

Between 101 and 499 
employees. That guy is wearing 
too much cologne again. Just 
six more floors to go. 


O LARGE BUSINESS 

More than 500 employ- 
ees. How many floors does this 
building have again? My nose is 
starting to bleed. 
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DELIVERABLES 
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IN DIRECT MAIL 
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Award-winning initiative ups the ante on direct mail 

It’s the Florida-based direct mail specialty firm that holds all the cards. From 
small glossies to relatively colossal 6-inch by 11-inch postcards, Florida-based 
PostcardMania has so commendably elevated the art of direct mail that the 
company recently won the 2011 United States Postal Service® Creative Busi- 
ness Solutions Award for the Southwest Area. 

Presented to Postal customers who use the mail in new and different ways, 
the award honored PostcardMania for partnering with the United States 
Postal Service in the Sales Direct Mail Effectiveness Program. PostcardMania 
consulted and trained a Postal Service™ sales team on various sales initiatives 
to engage small and mid-sized businesses in the use of direct mail. 

The award underscores the effectiveness of postcards as a cost-efficient 
direct marketing tool. “With postcards, recipients will still see your message, 
even as they might be throwing it in the trash,” said Sarah Kicinski, senior vice 
president of marketing and business development for PostcardMania. 

As Kicinski notes, postcards have come a long way from the drab mailers 
of yore. Not only are printing and graphics more brilliant than ever, today’s 
postcard can be augmented with a plethora of enhancements including QR 
codes, personalized URLs, mail tracking, variable data printing and more. 

Kicinski says postcards are great for acquisition and retention, and are per- 
fectly suited for professionals and retailers. “Postcards are great for following 
up with customers,” she said. “When someone gets a physical piece from you, 
there’s a credibility there that you don’t get from e-mail. Anyone can send out 
an e-mail blast, but when you get a physical direct mail piece like the postcard 
it says that you’re proud enough of your business to invest in it.” 


YOU 

SHOULD 

KNOW 


SALES DRIVEN BY NON-CATALOG DIRECT MAIL MARKETING ROSE FROM $457 BILLION IN 
2010 TO $477 BILLION IN 2011, WHILE SALES DRIVEN BY CATALOG MAILINGS GREW FROM 
$114 BILLION TO $119 BILLION OVER THE SAME PERIOD. 2011 DMA Statistical Fact Book 
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BY THE NUMBERS 


NEW DEVELOPMENTS 


52.4 percent 

of consumers read direct mail from 
merchants. More than 53% found 
merchant mail “useful,” while 1 6.8% 
responded to merchant mail offers. 

55.6% 

of respondents found catalogs 
“useful,” while 21 .5% found catalogs 
“interesting.” 

51.4 percent 

of consumers read postcards 
delivered by mail. 

more than 12 billion 

catalogs were mailed in 2010. 


2011 DMA Statistical Fact Book 


Magazine upswing 

Marketers who have scratched magazine advertising from their budgets may want to recon- 
sider. Readership has increased consistently and more publications are debuting, while 
magazines and their subscribers are being rediscovered by more and more marketers. 

According to MediaWeek UK, the net total of magazines in circulation in the United 
States increased by 22 during Q1 201 1. Magazine Publishers of America reports that 
magazine readership has grown more than 4 percent over the past five years, with 93 
percent of adults overall and 96 percent of adults under age 35 reading magazines. 


Scan Happy! 

AstonishingMail simplifies mail customization 

AstonishingMail LLC has launched new online features for its subsidiary, 
Postcardsandlnvitations.com, with small businesses in mind. The tools 
simplify the creation of custom direct marketing pieces by incorporating 
QR codes into the layout. 

An intuitive online interface allows small businesses to add a QR code 
directly onto postcards to connect their clients to online product informa- 
tion. Postcardsandlnvitations.com then professionally prints, addresses 
and mails the cards. The result is interactive postcards that bridge the 
gap between the businesses’ marketing presence offline and online. 



Write on 

Handwritten envelopes often have a higher open rate than their more impersonal, laser- 
printed counterparts, but until recently the cost of a handwritten direct mail initiative was 
daunting for some. Now, Virginia-based RST Marketing (rstmkt.com/realpen_video.htm) 
has developed a handwriting machine that churns out thousands of authentic-looking 
handwritten mailers at a greatly reduced cost. 

According to RST co-founder Glen Thomas, some clients have reported a much 
higher response using the technology, dubbed Real Pen. Thomas says Real Pen is ideal 
for businesses that need a personal touch. “We do a lot of work for nonprofits — relief, 
humanitarian and religious organizations,” Thomas said. “It’s a great way for the president 
of a nonprofit to communicate with his donors, or for invitations and other applications.” 
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DELIVERABLES stings 


We’ve asked our ad agencies to come to the table and put their best ideas out 
there. Agencies should be able to partner with other agencies to do what’s best 
for your brand. Agencies, do your part, bring the best stuff to the table, and it’ll 

WOrk OUt. — Pamela K. El, marketing vice president, State Farm Mutual Automobile Insurance 



NONPROFIT MARKETING 


SAMPLES 


Direct essentials 

New report underscores impor- 
tance of direct mail to charities 

If you’re a nonprofit soliciting crucial dona- 
tions, direct mail is a must. According to a 
recent report by software developer Black- 
baud Inc., a large majority of nonprofit donors 
give only through one channel, and that pre- 
ferred channel is mail. 

Developed by Blackbaud’s Target Ana- 
lytics company, the report finds that although 
multichannel giving has become a popular 
objective of nonprofits as a means of build- 
ing constituent support, it is not widely prac- 
ticed. The only donors who do significant 
multichannel giving are new donors acquired 
online. Large numbers of these donors switch 
to direct mail giving in subsequent years. This 
is the group of donors for which multichannel 
giving is crucial for garnering repeat gifts and 
realizing true long-term giving potential. 

“The Internet is becoming an increas- 
ingly important acquisition channel, but has 
not proven to be as effective for retention,” 
said Rob Harris, Target Analytics’ director 
of analytic products and a co-author of the 
study. “It is the ability of online-acquired 
donors to use another channel — that 
is, to start giving through direct 
I mail — that significantly boosts 
the long-term value of this 
group of donors.” 

. 


Pure and sample 

U.S. Postal Service® announces new program to make it 
easier to send out samples 



There may be no better way to test product appeal and earn consumer 
goodwill than giving out free samples. Everyone loves free stuff, and samples 
show that you have enough confidence in your product to invest in proving 
your marketing claims. 

Now the United States Postal Service® has made it easier for businesses to 
coordinate their own sample initiatives via direct mail. The Sample Showcase™ box 
delivers your samples directly to consumers who can experience your products 
where they most want to use them — in the comfort of their own homes. 

The Sample Showcase features product samples and other promotional 
items of value arranged by value tier and category so that competitive items 
aren’t combined in the same shipment. Not only is sampling via Postal mail 
targetable and cost-effective, results are measurable and products reach 
consumers nationwide. 

The United States Postal Service has established a Samples Team to consult 
with businesses on how to develop effective sampling programs that meet their 
particular goals. E-mail your contact information, a description of your business 
and what you have in mind for your own sampling program to samples@usps.com. 
A team member will contact you. 
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PROSPECTING 



Homes 
In the Cloud 

Tampa, Fla-based Postcard Services has 
developed a postcard solution that allows 
small and mid-sized real estate companies 
to address design, printing and mailing 
needs in one swoop. Realtypostcard.com 
helps real estate agents connect with 
prospects by allowing companies to create, 
print and send the cards for as low as 
34 cents per card. 

“For Realtors, direct mail is a share- 
of-mind device,” says Jim White, print 
and direct mail program development 
manager for Postcard Services. “A real 
estate agent who sends a postcard is not 
trying to sell a house. They’re saying, ‘If 
you’re buying or selling, call me.’ This tool 
helps them do that.” 

With the design software, users com- 
plete a simple form that allows them to 
choose from hundreds of preexisting 
designs geared to the marketing needs of 
the real estate community. There is no need 
to reenter data to change your campaign or 
to add a new campaign. 

Realtypostcard.com helps agents locate 
and reach prospects with a point-and-click 
neighborhood mapping tool that generates 
mailing lists through an on-screen map. 
Users zoom in from the national to neigh- 
borhood level. Mouse clicks on the actual 
map drive the target demographic. 


Talking Heads 

Business pros share 


MIKE POPALARDO 

Next Steps Marketing, SAN FRANCISCO, CALIF. 

Tasked with creating a subscription package for a magazine targeting 
professionals in the nonprofit world, Next Steps mailed 50,000 “triple 
postcards” with attached return envelopes. Promoting story teasers like 
“9 Powerful Ideas for Non-profits,” the campaign resulted in a profit and 
net response boost. Says Popalardo: “We saw a 9-percent lift in gross 
and a tremendous increase in the net response, 53 percent. This is partly due to how well the format 
works in getting cash with orders. The inclusion of the BRE is what makes the package work.” 



RYAN COTE 

The Ballantine Corp., WAYNE, N.J. 

Ballantine’s client wanted to send a clear message: If you’re involved in 
science and tech, this is the publication you need to stay current. The 
challenge in advertising the Texas-based Issues in Science and Technol- 
ogy was to offer a fresh design that markets the quarterly product, Cote 
says. “We gave it a modern facelift and mailed a No. 10 package — enve- 
lope with letter and reply card, buck slip and reply envelope — to 21 3,000 science and technology 
professionals," he says. “The gross response went up 21 percent versus their previous mailing.” 



DELORA HALL TYLER 

First Media Group , SOUTHFIELD, MICH. 

With a major freeway renovation scheduled, the Michigan Department 
of Transportation recruited First Media Group to assist with community 
involvement in the design of the project. Targeting homes in the free- 
way’s four-city corridor for three meetings, the firm mailed 5,000 post- 
cards for each meeting. An average of 50 to 1 00 residents attended 
each session, opining on pavement options, fencing, floral schemes and more. “Because everybody 
has diverse tastes, mail was the best way to reach that many people for their input,” says Hall Tyler. 



MARGO E. WILLIAMS 

Margo E. Williams & Associates, LAS VEGAS, NEV. 

With her client, a charter academic program, in hot competition with local 
public schools, Williams needed promo that would draw students. After 
designing a color postcard that touted smaller class sizes and laptop 
computers, she hit her mark for the 201 0-201 1 semesters: “We mailed 
8,000 postcards to ZIP Code™ locations around the school,” she says. 

“They increased enrollment by at least one-fourth over maybe a six-week period. They added about 
200 students. Many of the parents brought the cards to the school with them to enroll their kids.” 

k. 


Are you a small business with a smart marketing solution to 
share? Tell us about it at delivermagazine.com/talkingheads/. 
We just might feature it in a future issue. 
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DELIVERABLES 


P.O.V. 


ONE QUESTION, THREE EXPERTS 


Standard letters, postcards or dimensional mail 
— which has worked best for you and why?” 



© 

DENISE WILLIAMS 


O 

YVETTE ROBINSON 


0 

RICO CIPRIASO 


Director of Acquisition, Retention 
and Marketing Communications , 
Cox Communications 


Director of Customer Relationship 
Marketing, the Kaplan Thaler Group 



Prinicipal, Bellapizzelle.com, 
Director of Strategic Marketing, 
Goodman Marketing Partners 


In both B-to-B and B-to-C, standard 
letters have worked best for the initial 
contact because they look more official, 
less promotional. However, postcards 
continue to be a great follow-up tactic. 
As for dimensional mailers, they 
tend to work best for high-impact 
customer mailing, especially when 
the objective is to make a good, 
high-value/high-touch impression. 

I think it’s important for direct market- 
ers to resist the idea that things that 
worked in the past won’t work in today’s 
world. One example: We have found in 
Louisiana, where we have a high number 
of African Americans in our target audi- 
ence, that using ethnic images in our 
pieces — as well as tweaking the lan- 
guage so it’s more in tune with that audi- 
ence — is an old concept that still works. 


There is no one-size-fits-all vehicle. 
Standard letters, postcards and 
dimensional mail can each deliver 
terrific results when specifically tai- 
lored to the effort. Direct mail is 
about connecting with the right 
consumers, with the right mes- 
sage and in the right way. In 
order to be successful, therefore, 
marketers must develop pro- 
grams according to their objec- 
tive, target and strategy. It’s also 
imperative that marketers do their 
“database homework” and know the 
economics of their effort — specifi- 
cally analyzing its profitability or mar- 
gin tolerance. Only by doing so will 
they know what vehicle is best suited 
to their needs and budget and, ulti- 
mately, deliver the greatest ROI. 


Standard letters must be highly per- 
sonalized. Postcards are great as 
reminders and work well with highly 
promotional offers. But when I 
really have to get attention, it’s 
dimensional. I’ve mailed post- 
cards, magnets, personal notes 
and actual pizzelle samples in 
tubes. Mailing the pizzelle samples 
reminds customers about the luscious 
taste of the specialty cookies we 
offer. If I want to begin a conversation 
with a potential marketing client, I will 
pack a tube mailer with green and tan 
army men. The accompanying letter 
says, ‘It doesn’t take an army.’ The 
message behind it is that the recipient 
doesn’t have to hire a big agency. 

They just need a few gurus who know 
how to cut to the chase. 


-U 

o 

73 
— I 
73 
> 
— I 
c r 
00 
-< 
CD 


8 delivermagazine.com AUGUST 2011 


CAL CRARY, TAXI, GETTY IMAGES 


DEMO GRAPHICS 


DELIVERABLES 


6 STATES ACCOUNT 
FOR 36 PERCENT OF 
VETERAN POPULA- 
TION IN THE U.S. 1 

California Pennsylvania 
Florida New York 

Texas Ohio 


Most veterans today served during times 
of war. The largest segment of the veteran 
population is from the Vietnam War: 

7.9 million. 1 


NUMBER OF VET- 
ERANS UNDER AGE 
25 — 1.4%, OR MORE 
THAN 300,000 PEOPLE 2 


$35,402 

is the annual median income of 
veterans, compared to $25,559 for 
the population as a whole. 3 



r i 



39.1% of 
veterans are 
65 and older. 1 


ifS 

60% of the 
nation’s vet- 
erans live in 
urban areas. 1 

26% of vet- 
erans 25 & 
older have at 
least a bach- 
elor’s degree. 3 


MILITARY INTELLIGENCE 

20 /0 of veterans are currently 
purchasing a business, starting a business 
or considering one of these options. 4 

tttfft 

ttttff 

There are 22.7 million military veterans in the United States, 5 and their 
purchasing power is more than $1 trillion annually. 6 

How do you reach them? 

“Even in the midst of today’s digital age and web-dependent world, 
direct mail is the primary marketing channel to reach veterans,” says 
Tom Emmerson, vice president of sales and marketing for Indianapolis- 
based Premier Advantage Marketing. “The old-fashioned strengths of 
direct mail speak loud and clear to veterans.” 

8.1 percent 

of veterans are women, but 
that percentage is projected to 
double in 25 years. 5 

AVERAGE AGE BY WAR: GULF WAR - 37; VIETNAM 
WAR - 60; KOREAN WAR - 76; WORLD WAR II - 84. 
AVERAGE AGE OF ALL VETERANS: 60. 1 


1 www.veteransnewsroom.com 2 Department of Veterans Affairs, Office of the Actuary 3 U.S. CensusBureau 4SBAstudy, cited by National Veteran-Owned Business Association 5 As of 9/30/2010. Department of Veterans Affairs, Office 
of the Actuary 6 National Veteran-Owned Business Association 
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A Shore Thing 

Genworth Financial Wealth Management mails a delivery vehicle of yore 
to reengage financial advisors. 

By Mindy Charski 


L ast October, several hundred financial advisors 
came upon something they likely had never seen 
before on a sandy beach, much less in a mailbox: 
a message in a bottle. The seven-inch corked con- 
tainer arrived bare, sans packaging. Someone had 
taken the time to attach a First-Class Mail® stamp, but who? 
There was not a name with the return address. 

Inside the bottle, begging to be read, was a piece of paper 
bound by a rubber band. The scrap of paper was a map that 
prolonged the intrigue. Copy read, “I’m lost. Need help, please 
rescue!” and there was also a personalized URL. 

Those who continued to the microsite 
soon learned the mysterious mailing 
came from Genworth Financial Wealth 
Management Inc. (GFWM), an invest- YOU Want ' 
ment management and consulting firm audience " 
that serves independent financial advi- J 

sors. The mailer’s goal was to reengage their in 

advisors who had been identified as piqued an< 
potentially facing challenges in their feel lUOtiv 
business due to a volatile market. th© miC] 

The effort acknowledged that advisors engage W1 
act as rescuers of sorts for anxious clients 

— Marin Mi 

and promoted the idea that GFWM can, 
in turn, aid those rescuers. The microsite 
featured floating bottles with messages 
from investors who, it said, “have abandoned their investment 
strategy and are stranded.” It then explained that GFWM could 
help advisors “navigate investors through stormy financial seas.” 
There were links to a book, a website and two documents 
that could help educate investors who were making emotional 
investment decisions, and the site explained that each could be 
customized with a firm’s own information and logo. Advisors 
could submit an online form to speak with a representative 


about the resources. “We have all these tools that can help 
ease clients’ emotions during periods of market volatility, and 
we wanted to advertise those and offer a call-to-action,” says 
GFWM marketing manager Marin Morrison. 

Forty-six percent of the targets visited the PURL, which was 
a direct mail response that far exceeded the expectations of the 
Pleasant Hill, Calif. -based unit of financial security company 
Genworth Financial Inc. “We were thinking it would be great if 
we could get 10 percent,” Morrison says. “By day two or three we 
had already far surpassed that goal.” 

The piece was minimal for a reason: Sending more collateral in 
the bottle could have dampened the 
results. “You want to give your audi- 
ence just enough so their interest is 

You want to give your piqued and then they feel motivated to 

_ . . _ look at the microsite and engage with 

audience lust enough . 

J ^ it, Morrison says. 

SO their interest is Ultimately 13 percent of those 

piqued and then they who went to the PURL completed 

fe©l motivated to look the online form. Internal sales con- 

at the microsite and sultants followed up with those who 

engage with it " spent time on the site but did not sub- 

mit information; an e-mail was sent 

— Marin Morrison, marketing manager 

to recipients who did not visit the 
PURL. The company is still measur- 
ing how much business the mailers — 
which cost $4.39 each — ultimately helped generate. GFWM has 
used a similar bottle mailer for two other campaigns. 

VLG, the Plano, Texas-based agency that created the mailers, 
is also pleased with their effectiveness. “It was an experiment of 
sorts,” says agency account manager Cori Lawrence. “The fact 
that it was able to be mailed directly through the United States 
Postal Service® as is — without being put in a box — really 
helped capture the attention of the audience.” 


which cost $4.39 each - 
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THE ESSENTIALS 


Company: Genworth Financial Wealth Management Inc. (Pleasant Hill, Calif.) Agency: VLG (Plano, Texas) Target Audience: 
1,417 U.S.-based independent financial advisors Goals: Reengage advisors who had been identified as potentially 
facing challenges in their business due to market volatility. DM Vehicle: A 7-inch plastic, corked bottle with a paper map inside 
bound by a rubber band. Response: 46 percent of targets visited the PURL. Of those, 1 3 percent completed an online form. 
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OUTSIDE THE BOX 



Service Is 
Better Business 

We’re working to make every customer 
touchpoint a positive experience. 


ou’re probably aware 
that the U.S. Postal 
Service® is altering 
its internal structure 
to help streamline 
operations and become a leaner, faster, 
smarter organization. We’re updating 
alignments and assignments so that we 
can do business with you in a more effi- 
cient and effective way. 

As part of that effort, we’ve created a 
Consumer and Industry Affairs depart- 
ment, which I’m proud to lead. Essentially, 
my job is to be your advocate inside the 
Postal Service,™ ensuring that our cus- 
tomers — both individuals and busi- 
nesses — receive the service they need 
and expect from us. 

To do that, we’re implementing 
changes across the organization to create 
a positive experience at every customer 


touchpoint, whether it takes place at the 
walk-up window of your local Post Office™ 
or in the mailroom of a large corporation. 

For example, we’re working with our 
contact centers to make sure that our repre- 
sentatives have answers to your questions 
when you call, and that they can quickly 
direct you to the resources you need. 

In addition, we’re taking customer serv- 
ice advocacy to a new level within the orga- 
nization by working to ensure that every 
service or product we develop has the end 
user in mind. It’s my job to ask “How does 
this add value for the customer?” for all of 
our new products and services. Like you, 
we need to be sure our customers are get- 
ting what they need from us. 

We’re also working to simplify the proc- 
ess for working with the Postal Service. 
For example, customers really like Every 
Door Direct Mail.™ This tool gives them 



an on-ramp to get their marketing on the 
road to success. 

With Every Door Direct Mail there’s no 
need to create — or even maintain — a 
mailing list. You simply use our free online 
tool to identify the area you’d like to tar- 
get, and it does the rest: It calculates the 
number of addresses in the targeted area 
and the amount of postage needed, and it 
even prints out the required forms for you. 

Ultimately, we want to create a culture 
of responsiveness within our organization, 
so that we take ownership of any issues and 
work to resolve them — enter prise- wide. 

My position is a great example of how 
we’re going to do that. As a direct report 
to the Deputy Postmaster General, I 
will work with all func- 
tional groups within our 
organization to identify 
opportunities to improve 
processes that touch our 
customers and better 
their experiences. My job 
is to look at all sides of 
the issue and then posi- 
tion the concerns of the 
customer so that others 
inside the organization 
understand it. 

Doing that, I believe, 
will help us create posi- 
tive customer experiences across the 
organization. And, as a fellow business- 
person, I know you understand that’s a 
critical element for the success of any 
business today. 



Susan LaChance is vice 
president of Consumer and 
Industry Affairs for the U.S. 
Postal Service. 
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BLEND IMAGES, JUPITER IMAGES 





More than the sum of its parts, the marketing “fantasy” team 
assembled in this channel integration guide offers brands a chance 
to score big with consumers and rack up some much-needed wins 
over competitors. Here’s how to get the most out of your lineup. 



PHOTOGRAPHY BY ROY RITCHIE 



If direct marketing has always been a tough game, then direct mail has always been one of its clutch 
performers. From its inception to now, mail has proven time and again to be a first-team all-star when 
it comes to business messaging, displaying an ability to cut through the clutter like a point guard in the 
basketball lane, dish calls-to-action like assists and turn marketing challenges into slam dunks for brands 
But mail doesn’t play alone anymore, often serving these days as an able floor leader that complements 
other reliable teammates such as TV, radio, web and social media. To paraphrase one basketball legend, 
“One channel can be a crucial ingredient on a team, but one channel cannot make a team.” ^ 







FANTASY MULTICHANNEL 


MARKETING GUIDE 


QUOTE 

“THE MARKETER WHO IS ABLE TO 
RIDE ON THE COATTAILS OF THE 
MULTICHANNEL REVOLUTION HAS THE 
OPPORTUNITY TO CONNECT WITH 
ALWAYS-ON CONSUMERS, ANYWHERE, 
ANYTIME. DOING SO, HOWEVER, 
REQUIRES A NEW SET OF KNOW-HOW.’ 

From Multichannel Marketing: Metrics anti Methods for On and Offline Success by Akin Arikan 


With this in mind, Deliver® 
proudly presents our Fantasy 
Multichannel Marketing Guide, 
a detailed overview of how to 
get the most out of mail and 
its teammates. Throughout 
the following pages, you’ll find 
stats, “scouting reports” and 
other information designed 
to help you formulate the best 
game plan for multichannel 
integration. And trust us, 
these days you’re going to 
need it. “Consumers don’t live 
a single-channel life, or even 
a dual-channel life,” says Liz 
Miller, VP for CMO Council. 

“In both the B-to-B and B-to-C 
worlds, consumers today live 
multichannel lives. You’re 
reading your magazine. You’re 
checking your smartphone for 
e-mails. You’re on the wireless 
on your digital tablet. You get 
home and check your mail 
and your desktop computer. 
There are so many ways that 
consumers are engaging and 
searching for content. We as 
marketers cannot pick and 
choose which of those channels 
is cheapest or easiest for 
customers to message through.” 

True. However, marketers 
can determine just how to 
blend those channels to get 
maximum value out of their 
investment. Winning may 
be more difficult in today’s 
crowded media marketplace. 
But it’s certainly still likely for 
the sawiest brands. 

All it takes is teamwork. 
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Used by 110 million Americans, or 
60% of the online population. 


Expected to generate $3.08 billion ; 25% of social media is linked to a 
in ad spending in 2011. ; company, product or service. 
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Beefing up 

A New Orleans steakhouse uses 
mail to boost lunchtime crowds. 
// by Bruce Britt 


Though N’Tini’s New Orleans Steak & Martinis is renowned for its con- 
temporary take on two legendary food 'n' drink staples, management at the 
steak joint wanted to raise the restaurant’s profile even higher. Well known 
throughout the greater New Orleans area for its lively dinnertime ambiance, 
this Big Easy watering hole needed to sizzle up its lunchtime traffic. "They 
wanted to make sure that people didn't just associate them with a dinner- 
time experience," says Renee Hall, VP of business development for market- 
ing technology company Dukky. 

N'Tini's and Dukky partnered to create an initiative that leveraged 
direct mail, personalized URLs (PURLs), social media and e-mails. Titled 
"Let's Meat Up for Lunch," the integrated N'Tini's campaign was made 
irresistible by its offer of a free burger and fries during lunch hours only. 

About 6,700 postcards measuring 6" x 9.5" were sent to customers 
within a three-mile radius of the restaurant. The postcards instructed 
customers to log on to their PURL, where they were walked through a 
four-step activation process, given the chance to share the offer with 
friends through e-mail and on over 300 social media networks, and then 
encouraged to print the offer for redemption at the restaurant. 

More than 450 people responded from the mail piece, activating their 
PURL and sharing the message with friends. That resulted in an additional 
2,469 customers visiting the site for a total response of 2,949. Of those, 
333 users shared the offer on Facebook and Twitter and through e-mail. 

Ultimately, a total of 1,311 people visited N'Tini's site through 
shares. Sixteen percent of N'Tini's redemptions were from postcards. 
The rest were from social media and the web. 




“Advancements in technology have successfully 
merged the lines between a consumer’s offline 
and online life. The offline piece has become 
the ticket to unleashing the full potential of 
today's direct mail campaigns online by giving 
customers the opportunity to engage with a 
brand and share offers with friends.” 

- RENEE HALL, VP of Business Development, Dukky 


THE 

KEYS 


USE SOCIAL MEDIA TO 
PROMOTE YOUR DIRECT MAIL 

Instead of sending customers 
to your website, try directing 
them to your Twitter account or 
Facebook page. Then alert your 
customers to look for a discount 
offer coming soon to their 
mailboxes. “Once they are there, 
you can also almost have them 
sign up for your direct mail list 


instead of blanketing the area,” 
says multichannel consultant 
Akin Arikan. 

BUILD THE DRAMA 

“Every social marketer's hope is 
that a campaign or product will 
go viral, but that’s actually hard to 
do,” Arikan says. But a Facebook 
alert has more of a chance of 
becoming an online sensation. 


“Imagine you had something 
very valuable to send via mail, 
something very interesting. That 
could be quite viral” 

BE CONSISTENT 

According to CMO Council VP Liz 
Miller, social media could veer 
off-message, so be consistent: “If 
your company motto is ‘We work 
harder,’ you don’t put up Twitter 


feeds saying 1 think I’m going to 
close down early because it's slow.’ 
Don’t negate your brand message!’ 

FACE THE FACTS 

“Social media isn't a fad,” says 
Dukky VP of business development 
Renee Hall. “It is part of life and 
people have made the transition. 
We see campaigns that our clients 
are running and they’re reaching 


demographics from a very young 
audience to a much older audi- 
ence. They’re all very responsive.” 

USE DIRECT MAIL TO BUILD 
YOUR CUSTOMER DATABASE 

Says Hall: “Combining print with 
some sort of interactive tool allows 
you to really build a database list, 
rank your direct mail and build a 
relationship with customers.” 






Search engines used by 59% of U.S. 
consumers to find deals in 2009. 



Will generate 250.1 million Internet 
users in the U.S. by 2014. 


Online ad spending up 23% 201 0- 
201 1 , from $5.9 billion to $7.3 billion. 
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Homing in 

Blending web and mail helps real 
estate professionals move ahead in 
tough times. // by Allan Nahajewski 


For the distressed U.S. real estate industry, “home sweet home” hasn't 
been quite as sweet lately. According to the latest U.S. Census figures, 
new home sales plunged from a 2005 peak of 1,283,000 to 485,000 in 
2008. In this challenging housing market, it takes new, integrated direct 
mail strategies to close those crucial deals. 

Claire Bisignano Chesnoff, N.Y.S. Licensed Real Estate Broker/Owner 
of Claire Properties, is aware of the challenge, and for years has used 
direct mail to prospect for customers and sell homes. Lately, Chesnoff 
has become an even bigger believer in the power of direct mail, thanks to 
the advent of mobile barcodes that shoppers can scan to access full home 
listings via the web. Which is why Chesnoff uses TriggerMarketing,® 
a turnkey, automated local marketing program that combines digital 
technologies like unique QR codes, texting and PURLs with targeted 
direct mail to motivate response and deliver trackable results. 

“I’m tech savvy myself,” Chesnoff says, “and so are a lot of the 
people who are shopping for homes in my area, which includes Staten 
Island and Brooklyn. So many people these days are using their 
smartphones to scan QR codes to open the door to even more infor- 
mation. It’s a tool that works.” 

Here’s how TriggerMarketing works: Launched by a predefined 
marketing trigger, postcards are created on the fly based on informa- 
tion pulled from a business’s database. Because the digital technologies 
included on each card are tied to a specific recipient, marketers can fol- 
low up with warm leads immediately. Within seconds, TriggerMarketing 
launches an integrated marketing campaign featuring a new listing. 


Recipients can scan a QR code, text a unique phrase to a code 
number or visit a keyword-protected website to get more infor- 
mation. TriggerMarketing notifies the real estate agent via e-mail 
when prospects seek property information, including details 
about each lead. And the system also includes links to the prop- 
erty listings on Facebook and Twitter to create social buzz. 

“Prospects like the fact that the postcard is customized and 
targeted directly to them,” says Chesnoff. “And I like the fact 
that I get useful information about my prospects when they 
scan the QR codes. 

“It’s the mix of mail and web that makes the difference,” 
adds Chesnoff. “People still like to see and hold a postcard with 
a nice photo of the home. When you combine that with all the 
details available on the web, it’s the best of both worlds.” 




“Thanks to mobile marketing technologies, the 
concept of direct mail is changing. No longer is it 
a static channel. By effectively blending relevant 
and targeted direct mail with digital response 
technologies, the offline becomes the online.” 

- CYNTHIA FEDOR, Marketing Team Lead and Senior Copywriter, QuantumDigital 



USE A CHECKLIST TO ENSURE 
DIRECT MAIL IS STEERING 
ONLINE TRAFFIC TO YOU 

Is your offer compelling? Is your 
call to action clear? Is there a 
deadline for action? Did you test 
various formats? Are you captur- 
ing contact information? Is your 
URL easy to type? “Direct mail is 
different in 2011, thanks to tech- 
nological advances that increase 


effectiveness,” says Robert M. 
Brecht, Ph.D., director of research 
and education of the DMN3 
Institute in Houston. “A barcode 
reader app on a smartphone, for 
example, is a game-changer.” 

ADD DIGITAL VIDEO TO INTEGRATED 
EFFORT FOR AN EXTRA BOOST 

“QR codes are very good for 
that," says Brecht. “For instance, 


in a big-box store's coupon cir- 
cular, a charcoal company used a 
two-dimensional barcode to direct 
people to a website that included 
videos on grilling techniques.” 

KEEP YOUR WEBSITE IN 
RESPONSE TO A PURL TO THREE 
PAGES OR LESS 

Personalized URLs are delivering 
results never seen before. “People 


are willing to share so much 
more through a PURL than 
through a reply envelope,” adds 
Bob Salta, a partner at DirectMail. 
com. “Most will provide you an 
e-mail address to make following 
up easier. Many will provide 
referrals and will also enter 
an identification code, so you 
can track responses back to a 
specific prospect." 


USE THE RICH DATA YOU 
RECEIVE IN AN INTEGRATED 
CAMPAIGN TO KEEP REFINING 
YOUR MAILING LIST 

“Not only start with a targeted 
mailing list, but be prepared to 
clean and refine that list through- 
out the duration of the campaign,” 
says Cynthia Fedor, the marketing 
team lead and senior copywriter 
for QuantumDigital. 
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It's academic 

Leveraging direct mail, Virginia 
College teaches its competitors a 
thing or two with a three-pronged 
marketing initiative. // by Allan Nahajewski 


With competition for new students heating to a boil among colleges and 
universities, Virginia College (VC) needed help separating itself from the 
pack. Enter Norton-Norris Inc., the Illinois-based agency that has been 
providing direct mail and marketing support to academic institutions 
for a decade. Working together with VC, the agency recently devised an 
award-winning DM initiative aimed at attracting new students. 

The first component of the campaign features TV ads with students 
and graduates talking about their experience during and after graduat- 
ing from VC. The students also talk about their reasons for returning to 
school to seek a new career, and how VC enables them to do so. The ads 
steer prospective students to the schools website where the students 
select their expected area of study. 

In the second phase of the campaign, Norton-Norris Inc. sends up to 
six pieces of customized direct mail as a follow-up to web-based inquiries 
within 90 days of their request for information. Copy and photos in the 
mailers are tailored to the recipient’s stated interests. “We use relevant, 
customized, data-driven mailers to speak to the student’s specific area of 
interest,” says Vince Norton, a managing partner of the company. 

For Norton, direct mail has a broader potential reach than e-mail 
and other mediums. “Some marketing people believe that if an inquiry 
came in electronically, the right thing to do is to respond by e-mail,” 
Norton says. “If you take that approach, you miss the opportunity to 
reach what I call ‘the buying committee’ — the others in the household 
who may have a voice in the decision. Print pieces can be shared and 
read at any time. You can miss that with an e-mail.” 



“In today’s world, a silo approach to marketing 
is just wrong. TV and direct mail are both 
strong motivators. The broad reach of TV 
and the personalized targeting of direct mail 
complement each other very well.” 

- ROBERT M. BRECHT, Ph.D., Director, Research and Education, DMN3 Institute 


To support its theories about the effectiveness of direct mail 
in college recruiting, Norton-Norris conducted a Career College 
Direct Mail Test in 2008. The test involved two campuses, both 
of which offered associate degrees and both generated leads 
through the Internet, television and print. Prospects, including 
walk-ins and referrals, were randomly selected to receive or not 
receive a series of six mailings over three months. Each mailing 
was distinct and customized using print-on-demand technology. 

The results were clear: The percentage of enrollees was 
62 percent higher in the group that received the mailings. “Mail 
works,” says Norton. “It’s intimate, active, easy to track and 
cost-effective. Today, it’s all about consumer choice — reach- 
ing prospects in a number of ways. But it’s the personalized 
approach that really makes the difference.” 



LET IT SHOWCASE YOUR 
BRAND PERSONALITY 

Appliance retailer ABC Warehouse 
has been building brand aware- 
ness for years through a series 
of humorous TV commercials. 
Each year, the chain plays off the 
ads by using mail to target pros- 
pects. The approach works 
because it taps the strengths of 
both mediums, says Michael 


Shelby, director of advertising and 
marketing for ABC Warehouse. 

MIX WITH MAIL TO DRIVE 
PROSPECTS TO FIND OUT MORE 

Mail and TV can be coordinated to 
drive prospects online, where they 
can print other materials. The tactic 
works because “once you're online, 
you're engaged,” says Heather 
Wirtz of Mudd Advertising, whose 


car-dealer clients use both TV 
and direct mail. A recent cam- 
paign saw 83 percent of visitors 
to a microsite print a voucher. 

LEVERAGE CHANNEL CONTENT 
ACROSS THE BOARD 

Thanks to social media, TV ads 
can go viral quickly and enhance 
integrated efforts. If your mail pro- 
gram reinforces the TV messaging, 


that message is sure to echo in 
cyberspace too, says Tim Haw- 
thorne of Hawthorne Direct: “There 
are many engagement techniques, 
from graphics listing relevant links 
to webisodes.” Consider adding 
links and URLs to mailers, too. 

TAP THE TV SCREENS 

AmazingMail.com Inc./Premium 
Postcard sent approximately 1,400 


pieces as part of integrated cam- 
paigns for two local businesses 
that also included cable TV. View- 
ers/recipients were offered a 
coupon for a significant discount. 
“Since (the cable provider) 
already had the subscriber's 
address, it was easy for them to 
send us a file with addresses and 
an identifier for the offer,” says 
AmazingMail’s Matt Olsen. 
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Reaches 92% of consumers in the 
United States every week. 


Consumed on an average of 1 9 
hours/week by listeners ages 1 2+. 


Attracted $15.3 billion in ad 
spending for over-the-air radio. 
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Wheel deals 

Car seller combines mail with radio 
drive time to increase traffic. 

// by Allan Nahajewskl 


For six years, the Riser Automotive Group of Hot Springs, Ark., has been 
using a consistent monthly marketing strategy, and there’s a reason for that. 
It’s strikingly effective. 

The concept is simple: Use radio to capture car buyers’ attention during 
their commute. When they get home and open their mailboxes, information 
about the newest vehicle incentive program is there to greet them. 

“If you live within a 25-mile radius of the two Riser dealerships, you’re 
going to hear from them via mail once a month,” says Larry Craig, senior 
account manager for TriAuto Enterprises of Indianapolis, which handles 
the direct mail component of the program. 

The mailers and the radio ads carry a consistent theme — “Dash for 
Holiday Shopping Cash,” “Get Back in the Black,” or “Drive and Putt.” 
Over a four-week period, 50,000 mailers are sent to support the theme. 
The campaigns typically increase dealership traffic by 500 to 600, and 
result in an average of 35 additional vehicle sales, which translates into 
a 6-to-l return on investment. 

It works, says Craig, because radio and mail complement each other 
very well. “Radio ads can grab you, but with radio alone, you’re likely to 
forget the message,” he says. “Mail is hands-on. It gets you to remem- 
ber — and to act.” 

With the Riser Automotive Group, theme development generally starts 
with the mail piece, which is then supported by the content of the radio ads. 

Key to the success of the strategy, says Craig, is to keep the radio 
and mail components simultaneous. 

“It’s an effective combination.” 



“With the broad reach of radio and the 
targeted capabilities inherent in direct mail, 
an integrated campaign can extend its reach 
beyond any given list while still attracting the 
attention of the desired recipient.” 

- CAROLYN GOODMAN, President, Creative Director, Goodman Marketing Partners 



USE IT TO “TALK UP” 

YOUR OFFER 

Instead of preparing a canned 
radio spot, have an announcer 
read a promotion that ties into 
your message and give a unigue 
code word for listeners to use 
when responding (the call letters 
of the radio station, for example). 
“This helps track the results 
driven by that media channel,’’ 


says Goodman Marketing Part- 
ners president Carolyn Goodman. 

LET IT AUGMENT TANGIBILITY 
OF MAIL MESSAGING 

Though radio spots often drive 
requests for greater information, 
research shows that over 73 per- 
cent of people listen to radio in 
their cars - not exactly the best 
place to jot down info. Support your 


radio ads with direct mail. “Without 
the catalog or direct mail package, 
the consumer will not be converted 
to a buyer,” says the Direct Market- 
ing Association’s Neil O'Keefe. 

PUT TOGETHER A “ONE-TWO” 
PUNCH USING MAIL 

Use direct mail to build awareness, 
and use radio to further the engage- 
ment. Encourage your direct mail 


recipients to visit a specific URL 
and register by a specific date, then 
select preliminary winners. “Give 
those winner names to the radio 
station to announce during morning 
drive times, and the live announcer 
encourages the individuals to call 
you to claim their prize,” says 
Goodman. “Make sure your online 
registration form includes a secret 
word’ so you can verify the caller” 


BEEF UP THE DATABASE 

Radio can encourage listeners to 
visit a vanity URL to get a free 
product sample or coupon for trial. 
“Use the online registration page 
as a way to gather Postal and 
e-mail addresses, age, gender or 
other data relevant to your product 
so you can segment your direct 
mail follow-up efforts in a more 
targeted way,” says Goodman. 










Ill 


RECAP 

IN THIS AGE OF EVER-EXPANDING COMMUNICATIONS, MULTICHANNEL 
MARKETING SHOULD BE A CRITICAL PART OF EVERYONE’S GAME PLAN. 
SO WHETHER YOU’RE A ROOKIE ORA GRIZZLED VETERAN, COMBINE 
MAIL WITH OTHER ELEMENTS OF YOUR MARKETING STRATEGY AND 
YOU’LL HAVE A WINNING TEAM THAT CAN DELIVER RESULTS - ON THE 
FLOOR AND IN THE BOARD ROOM. 



ILLUSTRATION BY MARK ALLEN MILLER 


LEADER COLUMN DELIVERABLES 


One and Done? 

Too many marketers believe that 
using only one channel for mes- 
saging makes sense. 

dmittedly we’re a little naive and overly 
optimistic here at Deliver ® but we were 
shocked recently by a Pitney Bowes survey 
that found nearly 60 percent of marketers 
incorporate multiple channels in 
their marketing efforts. Shocked, because that means 
four in 10 do not. 

With the recent explosion in channels for commu- 
nicating with customers, it’s hard to understand why 
some companies are focusing their efforts on only one. 

Sure, we understand that little voice in your head 
that says your channel of choice is working just fine, 
so why change. (Let’s call that what it is: fear.) Or 
maybe you’re thinking it makes more sense to put 
your money into one well-focused effort than to 
fragment it across several less-sturdy performers. 

But would you ever take that same approach with 
your investment portfolio? 

A handyman with one tool no matter the job? A 
golfer with only one club? All your eggs in one basket? 

You’d never recommend that — so it’s simply amazing 
many marketers believe that one tool will handle all of 
their communication objectives. 

It’s not that you can’t favor one method of commu- 
nication — every marketer has one channel that’s more 
powerful than the others — but if you stick to one and 
only one, you miss out on the chance for the multiplier 
effect. As our Channel Guide shows (that’s the article to 
the left you just read), pair communication in two chan- 
nels and you’re likely to experience a boost in results. 

For example, use mail to drive people to your 
website and you increase traffic and boost sales. 


Studies have shown it and, better yet, companies have 
tried it and succeeded (again, see the Channel Guide to 
your left). Combine mail with your social media market- 
ing and suddenly you’re creating new fans of your brand, 
driving more interaction and, generally, building a stronger 
relationship with customers. 

So, if you’re among the 40 percent who are using only one 
channel, think about boosting the power of that channel 
by adding another. We’ve even prepared an entire guide to 
help you do it (that’s just the kind of helpful folks we are). 
You might be surprised what adding more power to your 
marketing can do for you. 
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MINORITY 


Author and marketing 
analyst Ola Mobolade says 
too many CMOs are still 
unprepared for coming shifts 
among American audiences. 

by NICHOLE CHRISTIAN 

photography by 
JOE VAUGHN 


Mobolade seems to see the shifts almost before 
they occur. While a surprising amount of cur- 
rent marketing research focuses only on fully 
formed consumer trends, Mobolade, a managing director 
at Firefly (Millward Brown’s qualitative research division), 
applies a scientist’s eye to the social changes and patterns 
while they unfold. As a result, she’s often ahead of the curve 
when it comes to charting consumer behavior, making the 
32-year-old Mobolade a source-of-choice for dozens of major 
brands craving credible relationships with the youthful, multi- 
cultural audience she calls “the new majority.” 

Mobolade’s provocative insights and street-level grasp of 
these crucial market segments is also at the fore of Marketing 
to the New Majority, a new book she co-authored with David 
Burgos, head of Millward Brown’s Multicultural Practice. “We 
cannot assume that ethnic consumers are sitting around with 
their ethnicity top-of-mind,” says Mobolade, who is also a fea- 
tured blogger for the Advertising Age column “Big Tent.” She 
recentiy shared with Deliver® some of the reasons she believes 
the study of current consumer shifts and behavioral prefer- 
ences can improve the effectiveness of direct marketers. 











OLA MOBOLADE 

seems to see the shifts almost before they occur. 


DELIVER: How do you help marketers in your role at Firefly? 

OLA MOBOLADE: I am primarily focused on qualitative marketing research, 
which is really about directly engaging consumers to elicit insights that 
help answer big business questions. Sometimes it’s just about getting a 
deeper and broader understanding of specific consumer segments. Clients 
may come with a question such as ‘How do we connect with the young 
adult audience?” My job is to apply a research methodology appropriate 
to the question, anything from focus groups and one-on-one interviews to 
webcam-enabled telephone interviews and consumer ethnographies. 

DEUVER.'You’ve talked in your book and columns about those 
segments changing and how marketers must respond. What 
kinds of shifts are you seeing? 

OLA MOBOLADE:! ve been speaking at various conferences, and one of 
the things that people are surprised about is that we will be a majority 
minority nation by 2042 or 2050, depending on which demographer 
you speak to. It is the reality in many of our major markets already, 
especially when you consider the population under the age of 18. 

One-third of the U.S. population is non-white, yet marketers are seri- 
ously under-spending against that ethnic population boom. Ethnic mar- 
keting isn’t going away. It’s evolving, and marketers have to evolve or miss 
connecting to their future consumers. When we look at child-focused 
media, it’s already speaking to diversity and transculturalism in more 
advanced ways. It’s introducing a mosaic of cultural influences into kids’ 
language and lives without having to explain. The question I pose to mar- 
keters: What are you doing to understand your future consumers now? 

DELIVER : What do these shifts mean in terms of messaging? 

OLA MOBOLADE: We are hearing from consumers that there is a grow- 
ing saturation problem within the digital medium, particularly when 
we think of e-mail. The line between what consumers consider useful 
marketing and spam is increasingly blurry. While there is some value 
to hearing about a specific event via a marketer you trust, consumers 
are taking less time to discern the value message. They’re starting to 
view a lot of online and e-mail marketing as static — white noise on 
the way to their preferred destination. 

As a result, we’re seeing a little bit of a trend of brands not connect- 
ing as well as they’d like to online, and that creates an opportunity to 
supplement in more direct, tactile and less cluttered approaches. 

DELIVER: So what role do you think mail plays in boosting a 
company’s marketing, either as a supplementary medium 
or stand-alone channel? 

OLA MOBOLAD I think mail offers a real opportunity for a lot of 
brands to reinforce their online messaging — especially brands where 
consumers are engaging with a product or there is a related retail 


experience. For example, it’s an opportunity to leverage existing posi- 
tive associations of a brand and to reinforce the idea that there is a 
brick and mortar location. For many with heavy online presence, mail 
still offers a great way to increase a sense of consumer fulfillment. 

DELIVER: Are there recent campaigns that you consider 
model in their approach to direct mail integration, particu- 
larly as they pertain to what you term in your book as “new 
majority” segments? 

OLA MOBOLADE: I think what the U.S. Census did (in a mail/digital cam- 
paign designed to urge participation) was amazing. It’s absolutely a gold 
standard. They were literally tasked with reaching every demographic 
group. They not only had a message that was consistent across all groups, 
they also managed a level of creative execution that showed understand- 
ing of ethnic nuances in the language. They worked with a number of 
ethnic agencies to identify what made sense for each group. They had a 
very clear North Star. They knew in which direction they wanted to go. A 
campaign of that size is a luxury most marketers will not have — but it 
does show how essential and valuable research on the front end can be 
to figuring out the best way to speak to consumers. 

DELIVER: What advice do you offer to brands as they launch 
campaigns aimed at multicultural consumers? 

OLA MOBOLAD The biggest lesson for marketers is in understand- 
ing that advertising for ethnic consumers, or new majority segments, 
still has to practice sound and effective marketing principles. It has to 
be relevant and resonant. Including an ethnic face or imagery doesn’t 
alone drive relevance. 

We assume that it’s a cue to consumers when, for example, they 
see an African American or Asian face. But we are in such an evolved 
point in the social landscape that the consumer doesn’t exactly 
assume the advertising is targeted because it features non-white 
talent. When an Asian man goes to buy cereal, he’s not consciously 
thinking, I’m an Asian man looking for ethnically targeted cereal. 

DELIVER: Along with becoming more ethnically diverse, this 
new majority is younger, more communications savvy. But 
younger consumers are also tougher to engage. Any words 
for marketers trying to reach them? 

OLA MOBOLADE: There are rules of engagement that brands are break- 
ing all the time, particularly when trying to reach Millennial . They are 
“trans cultural.” Yes, they might be born into a certain culture — but 
they create their identities based on a mosaic of social cultures. We see 
it in subculture trends like Japanese anime. We see it in hip-hop. We 
can’t limit ourselves in the types of creative content that we’re going to 
include. You have to really speak to their interests and lifestyles. 
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Want to hear 
more from Ola 
Mobolade? Visit 
delivermagazine. 
com/ola for a 
video where the 
marketing maven 
discusses the 
importance of 
reaching a young, 
multicultural 
audience and how 
direct mail can 
make it happen. 
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IN STITCHES: 

Fashion house 
HEEX announced 
its arrival by using 
intricately designed 
pieces of clothing, 
such as this vest 
(left), as mail. 

ZIP CODE: Sent 
out in March, the 
HEEX mailers could 
be buttoned up or, 
like this shirt (right), 
zipped closed. 
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It was March 2010, and the Czechs 
were in the mail. To demonstrate first- 
hand the appeal and craftsmanship of 
its independently produced designs, 
Prague fashion startup HEEX shipped 
100 unique direct mailers to selected 
clothing distributors in Central Europe. 

Guided by award-winning agency 
Proximity Prague, HEEX’s “Experience 
the Design & Quality” campaign cen- 
tered on mailers featuring miniature 
zippered blouses and buttoned vests. 
The Lilliputian garments grabbed the 
company’s unwitting targets by the 
lapels, decisively trumpeting HEEX’s 
arrival on the European fashion scene. 

But the biggest validation came 
months later, when the HEEX/Prox- 
imity Prague initiative nabbed the 
DMA’s 2010 ECHO USPS® Gold Mail- 
box Award, which annually honors the 
most innovative use of direct mail. “We 
were ecstatic about it,” recalls Kristian 
Hlousek, head of planning at Proxim- 
ity Prague. “We showed the mailer in 
an internal competition, and our col- 
leagues at the European HQ in London 
and other offices said, ‘You have to win 
something with this.’ So being recog- 
nized by one of the most prestigious 
awards in our business felt great.” 

Hlousek’s sharp-dressed campaign 
underscores the persuasive potential 
of a well- conceived direct mail initiative. 
Instead of merely reading descriptive 
copy or viewing photos, HEEX’s direct 
mail targets were able to experience the 
design and quality of HEEX’s garments. 
Distributors were able to view the color 
and boldness, feel the fine fabrics used 
in their designs and judge for them- 
selves the constructive integrity. 
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was a win-win for HEEX and Proximity Prague, two different enterprises with 
a shared hunger for quality and results. The initiative helped catapult HEEX 
from obscurity, signaling the company’s determination to win recognition for 
its ready-to-wear designs and uncompromising artisanship. 

For Proximity Prague, the HEEX campaign demonstrated that the 
agency can devise strategy for smaller companies as easily as it can for 
major clients like Procter & Gamble, Shell or T-Mobile. 

Having previously won 45 awards including a Cannes Lions, the 
Eurobest and the John Caples International as well as several Efhes, Prox- 
imity Prague had its standing affirmed again with the Gold Mailbox Award. 

“If you receive such a direct mail piece, you recognize it immediately as 
something different,” Hlousek says. “As we heard from the client, it was 
a great conversation starter. So now, when HEEX talks to distributors, or 
meets distributors at trade shows, everyone remembers that they made 
something extraordinary. 

“It’s part of every good campaign that you also have some PR impact, 
and in the media it was quite a big publicity coup. That’s what we try to do 
with every campaign — create some spontaneous publicity and generate 
what we call earned media.’” 

ffuigue mcd 

As the Czech Republic has evolved into a major market economy, its capi- 
tal, Prague, has become a financial force unto itself. A 2010 Cushman & 
Wakefield survey, for instance, listed the metropolis as the best city in Cen- 
tral and Eastern Europe for business. But an independent enterprise like 
HEEX often finds itself squaring off against major European and Western 
competitors that employ low-cost labor from abroad. “The Czech Republic 
has a long-lasting tradition in the apparel and shoe industry,” observes 
Hlousek. “Take, for example, Tomas Bata, who was able to build up a global 
shoe company with its roots reaching back to the 1890s. However, most 
clothing today is produced in China, Thailand or Bangladesh, so it’s pretty 


tough for local brands to come up with clothing that is affordable, fashion- 
able and different from mass production.” 

HEEX contacted Proximity Prague in late 2009 to inquire about mar- 
keting strategies. Then-fledgling HEEX had no image — no logo, website 
or other basics required to operate and compete — but the company was 
determined to create awareness for its brand. The task of crafting this 
image fell to Hlousek and his colleagues, who scheduled a briefing session 
to pick HEEX executives’ brains. 

“We’re always asking questions,” Hlousek says. “Who are you? What is 
your company culture? What are your values? What makes the brand special? 
For us, strategic or account planning is an intersection between the account 
department and the creative department.” 

Hlousek and his team discovered that HEEX is operated by experienced 
Czech fashion professionals seeking independent success. “They came up 
with an original approach,” Hlousek says. “Instead of producing outfits on 
their own, they were connecting with existing designers that have little 
chance otherwise of breaking through the clutter in the market.” 


FASHION STATEMENT: 

The pieces helped take HEEX out of the shadows of the fashion world and 
into the spotlight. The campaign also earned HEEX and Proximity Prague 
the ECHO USPS Gold Mailbox Award. 
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In the end, the two companies settied on a simple black-and-white rec- 
tangular logo featuring the HEEX name in bold, contemporary lettering. 

Next, HEEX and Proximity Prague determined that their marketing 
campaign would appeal to fashion distributors via direct mail. This was 
in response to two challenges: The first was to help HEEX foster client 
relationships with some of Central Europe’s most important fashion dis- 
tributors; the second was to distinguish HEEX from its competitors. “We 
thought that direct mail could demonstrate the values of the company 
and the brand,” Hlousek says. “If you want to show how HEEX approaches 
products and the creation of new clothes, the best way is to actually send 
distributors a piece.” 

Operating under the campaign title “Experience the Design & Quality,” 
HEEX designers went to work creating some elf-sized garments to wow 
the company’s distributing targets. “We did not want to talk to the actual 
HEEX customers,” Hlousek says. “The fashion distribution companies are 
a very specific target group, and we decided to get the attention of some 
potential business partners.” 

Cuatam-taiCmed mail 

The motto of the Czech Republic translates to “truth prevails,” and the 
truth is precisely what HEEX and Proximity Prague gave its direct mail 
targets via handcrafted samples of HEEX’s work. “We didn’t engage any 
third party to produce them for us,” Hlousek says. “It wasn’t a mass 
mailing because every piece was produced in cooperation with our 
designers, which was quite challenging.” 

The HEEX samples measured about 20 inches and included a 
miniature zippered black blouse adorned with a pocket and dark 
violet, high-contrast stitching. Another piece featured a dark violet 
leather vest with silk ruffles. The pieces used the size label as the 
mailing address, while contact business cards were inserted into the 
garment pockets. “On the business cards and letter, there is some 
thread attached to remind people of the quality,” Hlousek says. “Threads, 
strings, zippers — these are the little things that we placed emphasis on. It 
was all about playing with the details.” 

An enclosed letter printed on high-quality stock was tucked inside each 
garment, with an implied invitation for a face-to-face meeting. Translated 
to English, the letter reads: “You may be a bit confused having received this 
letter. Indeed, it doesn’t look like normal business mail. This extraordinary 
package was prepared by a prominent Czech fashion designer. Why? To 
give you an idea of HEEX, a brand-new fashion label we decided to estab- 
lish after many years spent in the fashion industry.” 

The tiny garments were shipped in semi-transparent bags that pro- 
tected the pieces but also allowed recipients to view them clearly. 

The initiative quickly justified its four-month gestation period and 
approximately $40,000 price tag. Proximity Prague reports that recog- 
nition of the mailers reached 97 percent, with more than 11 percent 


Help your marketing make a fashion statement, too. Start by 
downloading our “Mail Modeling” white paper on dimensional 
mail at delivermagazine.com/strategy/. 


of the target group actively contacting HEEX within a week of deliv- 
ery. As a direct result of the campaign, HEEX entered negotiations for 
distribution deals for the next two years, with an aggregate value of 
approximately $950,000. 

Cl dtitcfi afioue 

For a global agency like Proximity, an award-winning direct mail initiative 
like the HEEX campaign helps assert creative influence. But the campaign 
also improved Proximity Prague’s stature within the agency’s own 62-office 
international network. 

For Hlousek, the HEEX account is a lesson in the everlasting appeal of 
direct mail. “It’s about directing the target’s attention to something com- 
pletely different when compared to receiving just an e-mail,” Hlousek 
notes. “When everybody is shifting to digital communication, it might be 
a good idea to come out with a traditional direct mail piece, because that 
says you are standing out from the crowd.” □ 






OJO, JUPITER IMAGES 





We’d like to, but it’s after 5 . 
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Looking for sage advice on your marketing efforts? 
Look no further than the oddly prescient fortune 
cookie. Inside a shell of cookie goodness lies hope 
and, just maybe, prosperity. With that in mind, 
we compiled some of the recent fortunes we’ve 
received in our dining adventures. (What, your 
fortune cookies don’t pertain to marketing?). 
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